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Abstract 
This study discusses the effect of marketing mix on purchase decision Xiaomi smartphone in 
Surabaya. 
Smartphone nowdays is a gadget that consumens very interested in. There are many smartphone 
manufactures launch various product to meet the market demands. In purchase some of product 
will considers the prices in accordance value. Perspective consumers also influenced by selling 
location and promotion strategy. 
 
This study is limited to consume of Xiaomi smartphone in Surabaya. With respondents who have 
purchased the xiaomi product. Exogenous variable in this research is the product, prices, place, 
and promotion. The endogenous variable is purchase decision. To answer the purpose of the 
research used multiple regression analysis. Conslusion the result of this study are : (1) product 
affect purchase decision; (2) price affect purchase decision; (3) place affect purchase decision; 
(4) promotion affect purchase decision. 
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